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The contemporary automotive aftermarket is a high potential growing industry 
with fierce competition, in which International and domestic energy giants including 
CNPC (China National Petroleum Corporation) and Sinopec are actively 
participating. 
In the automotive lubricants segment, leading global players are aiming the 
Chinese market. Most of their route-to-market strategies focus on leveraging 
intermediaries for distributions in dynamic channels or even consumers. As a result, 
distributor selection and management turn out to be the crucial topics. 
Distributor management is always an important subject for domestic players as 
well as the top three global brands. At the same time this subject leads to various 
misunderstanding in distributor management tools such as strong brand effect, tough 
managerial style or attractive incentive mechanism. 
This thesis explores the effective distributor management model based on the 
case study of a leading automotive lubricants brand A, in order to spot the limits of the 
current model. The analysis focuses on three perspectives including how to select 
distributor, how to help distributor grow and how to increase distributor loyalties. The 
thesis delivers an effective distributor management model in automotive lubricants 
industry, which leads to the heathy and sustainable development of brand A. 
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图 1-1 论文结构框架图 
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